This study examined various features of urban form, which promote sustainable development and provoke shoppers toward shopping malls. A field survey was conducted in shopping malls at Hangzhou, which is the capital city of the Zhejiang province, China. Structural equation modeling and a confirmatory factor analysis were used to measure the hypotheses. The results of this study showed that the built environment and entertainment completely mediated the relationship between ambiance and consumption, and they have a positive impact on the environment and shoppers. The built environment and entertainment are viewed as essential elements of physical and social sustainability. Real estate developers, urban planners, and shopping mall managers should consider the design features of urban form to meet sustainable development goals and to attract more shoppers. Testing these relationships via a mediating method is a novel contribution to the study of shopping malls.
Introduction
Sustainable development consists of multidimensional aspects. It can deliver a worthwhile structure to examine the numerous effects of urban development. Sustainable development is considered as the triple bottom line for environmental, social, and economic development [1, 2] . The sustainable urban form sometime can be termed as sustainable urbanism. This great concept has existed and influenced development for the last twenty years [3, 4] . Built environments and the building sector is the area which uses an important amount of energy and materials that are produced by world resources. The sustainable shopping mall is an approach to architectural design that emphasizes the place of buildings within both local ecosystems and the global environment. Sustainable shopping seeks to minimize the negative environmental impact by enhancing efficiency and moderation in the use of materials, energy, development space, and easy accessibility [5] .
Shopping mall design can play a key role in the creation of a sustainable future. Design can integrate ecological requirements in the business creation process and go far beyond it. Acting as a bridge the burden on private own vehicles. Therefore, the shopping malls and mega structure should be near public transportation and pedestrian paths.
Accessibility of shopping centers depends on their location close to residential populations. Their economic viability depends on having sufficient population within their catchments. In classic central place theory, the lower the residential density, the further apart retail centers will need to be in order to be viable [24] . Thus their accessibility decreases with population density and an increase in population around activity centers becomes obvious if problematic goal.
The convenience of public transport, buses, subway, and rail transit brings more public towards shopping malls. While selecting the location of shopping malls the real estate developers and investors consider the availability of public transportation and pedestrian paths. However, subway and rail planning should take shopping centers into account because a subway's purpose is to connect functional areas. Hence, the subway and rail transit lines have direct effects on the location of the shopping centers. However, most consumers in China go shopping via public transportation. Therefore, shopping malls near to public transportation is the first choice of public, investors and developers [25, 26] .
The shopping malls are a spatial pattern of highly decorated and well organized retail stores with homogeneous and heterogeneous items under one roof. Simultaneously, it provides leisure, joyfulness, entertainment and many other composite forms [26] [27] [28] . These complex structures provide social interaction, easy access to all facilities and services, and better quality of urban life. The density and diversity in malls reduce the consumption of energy. They are equipped with combined heat and power systems and are easily accessible (micro-macro accessibility). Therefore, shopping malls are also a type of compact development [12] . Shoppers in the malls not only enjoy a marvelous range of retail services, but they also experience leisure and recreational values [29] . The shopping mall is a place that provides and promote social, leisure, entertainment events, and also sustainable development [30, 31] .
Additionally, the ambiance, built environment, and entertainment have a positive impact on consumption. They attract more public to shopping malls. These structures have somehow the gravitational force which provokes people to visit them [32, 33] . Conceptualizations of the term place, once it is perceived as a physical place full of particular sustainable features (inevitably in a physical, cultural and observer-specific mental context), can turn out to be a magnet a highly attractive environment. Until then, it only demonstrates a potential to become such an attractor [34, 35] .
Shopping malls are some of the best attractive places in urban areas. Malls are needed by everybody, or at least households [36, 37] . Shopping malls are places that act like magnets to highly provoke shoppers [34, 35] . Their perception from most of the researchers is that the purchasing of goods is not sufficient for the present shopping value of shoppers. Scholars believe that most of the shoppers who visit shopping malls, mainly gain the value of sensual and emotional satisfaction whilst shopping [38] [39] [40] . Most shoppers desire to have fun whilst shopping, and they view malls as entertainment places [26, 27, 33] .
In the past, different studies have been conducted on various aspect of shopping malls and sustainable development. However, none of the previous studies have conducted a study on the features of urban forms (built environment) and relationships among consumption, ambiance, and entertainment [41, 42] . Therefore, we have developed a theoretical model and an empirical study to analyze the relationship among urban forms and shopping factors, which incline shoppers towards shopping malls.
In Asian countries, shopping malls are developing rapidly [43] . Presently, China's economy is growing rapidly. In the 1990s, the first shopping malls were introduced in China. In large cities in China, shopping malls have been the main interest of real estate developers and multinational groups for the last twenty years [26] . Since 2008 in Hangzhou, which is the capital of Zhejiang province, modern shopping malls have developed. This trend is increasing rapidly, and many new shopping malls are being developed in China and in the Zhejiang province.
In regards to Hangzhou city in China, Hangzhou is the main tourism, cultural, and historical city situated along the Chinese southeastern coast [40] . The purpose of this article was to examine a theoretical and empirical study on the features of urban form and the relationships among ambiance, consumption, entertainment, and built environment in the presence of entertainment (social sustainability) and built environment as mediators. In addition, how do these factors promote sustainability and provoke shoppers towards shopping malls? However, this study may contribute to exploring the positive relationships among ambiance, consumption, entertainment, and built environment, as well as the completely mediating role of entertainment and built environment. However, China has a keen concern with the government and various organizations to achieve sustainable development goals. Therefore, shopping malls also play their role to achieve and promote sustainable development.
Theory and Hypotheses
According to Frey [44] , the sustainable urban form actually means "enables a high degree of mobility and access, social interaction, self-sufficiency, and highly legible and imaginable settlement forms." However, there is substantial literature present that supports the importance of compact and pedestrian oriented cities [13, 45] . Many researchers have worked on the level of density, mixed-use, sustainable forms, and its impact on the environment. However, the features of urban forms are helpful to achieve sustainable development. Ng (2003) developed a conceptual model where according to him, shopping malls are attractive because they have utilitarian facilities and great hedonic and leisure potential. He designed a framework to understand the consumer-environment relationship. Shopping malls cannot only fulfill consumers' social, physiological, and cognitive desires, but they vary across consumers' distinct characteristics and situational factors and also promote sustainable development [46, 47] . In this study, we have developed a model to study the mediating role of entertainment and built environment. The model is presented in Figure 1 . theoretical and empirical study on the features of urban form and the relationships among ambiance, consumption, entertainment, and built environment in the presence of entertainment (social sustainability) and built environment as mediators. In addition, how do these factors promote sustainability and provoke shoppers towards shopping malls? However, this study may contribute to exploring the positive relationships among ambiance, consumption, entertainment, and built environment, as well as the completely mediating role of entertainment and built environment. However, China has a keen concern with the government and various organizations to achieve sustainable development goals. Therefore, shopping malls also play their role to achieve and promote sustainable development.
According to Frey [44] , the sustainable urban form actually means ''enables a high degree of mobility and access, social interaction, self-sufficiency, and highly legible and imaginable settlement forms.'' However, there is substantial literature present that supports the importance of compact and pedestrian oriented cities [13, 45] . Many researchers have worked on the level of density, mixed-use, sustainable forms, and its impact on the environment. However, the features of urban forms are helpful to achieve sustainable development. Ng (2003) developed a conceptual model where according to him, shopping malls are attractive because they have utilitarian facilities and great hedonic and leisure potential. He designed a framework to understand the consumer-environment relationship. Shopping malls cannot only fulfill consumers' social, physiological, and cognitive desires, but they vary across consumers' distinct characteristics and situational factors and also promote sustainable development [46, 47] . In this study, we have developed a model to study the mediating role of entertainment and built environment. The model is presented in Figure 1 . 
Ambiance
Ambience is a major part of the shopping mall design and it is defined as the dominant sensory effect created by the mall's design, physical characteristics, and retailing activities. These are the components of the shopping mall that collectively produce the mall stratosphere [48] . The literature review reveals that the concept of ambiance is always situated, it referred to as, a physical space, intended as the environment which surrounds and absorbs personal and social lives [49] . It represents what we immediately grasp through sensory perception and experience [50] .
In shopping malls, the consumption of energy can be reduced through ambiance design. Design elements consist of sun light, double-doors at the entrance, building orientation to maximize the northerly aspect, and sun-shading devices. If these urban design features are implanted properly, the development may deliver real environmental measures in shopping malls [39, 51, 52] . The impact of ambiance has been well acknowledged among scholars for decades with a substantial amount of facts 
In shopping malls, the consumption of energy can be reduced through ambiance design. Design elements consist of sun light, double-doors at the entrance, building orientation to maximize the northerly aspect, and sun-shading devices. If these urban design features are implanted properly, the development may deliver real environmental measures in shopping malls [39, 51, 52] . The impact of ambiance has been well acknowledged among scholars for decades with a substantial amount of facts and figures representing that ambiance can help to save our environment and psychologically and behaviorally affect people [46, [53] [54] [55] .
Developing an attractive ambiance is the first stage to create a pleasant environment for shoppers. Kolter first gave the concept of ambiance. Kotler (1973) said, "Ambiance is the most essential and usable retailing technique in view of sale, especially for the shopping mall. This will create the shopping environment unique and may leave a positive impact on the behavior and perceptions of shoppers and on environment." Mehrabian and Russell (1974) said, "From an environmental psychology point of view, the mall environment has an effect on shoppers' behavioral responses: Cognitive (e.g., beliefs, categorization, symbolic meaning), emotional (e.g., mood, attitude) and physiological (e.g., pain, comfort)." It is very important in the retail industry to develop an attractive ambiance to create curiosity for shoppers to visit [55, 56] . The ambiance can be a more essential factor than the merchandise value itself with shopping mall attractiveness. The moderate light, background music, temperature, and aesthetics provide shopping mall patronage, which is via favorableness. The ambiance has a positive impact on both the overall environment of the shopping malls and also on shoppers.
Hypothesis 1 (H1).
Shopping mall ambiance is positively related to shopping mall entertainment.
Hypothesis 2 (H2).
Shopping mall ambiance is positively related to the shopping mall built environment.
Entertainment and Consumption
Entertainment is a key cultural category. Entertainment can be described as "to entertain" which is to provide the public with something enjoyable, or pleasurable, that holds their attention for the period of time the entertaining object or occasion is perceived. In entertainment that truly entertains, attention is diverted from all other matters, hence occasional usage of one of its synonyms: Diversion. Etymologically the verb to entertain evolved from precursors in Latin and Old and Middle French (entretenir) meaning to hold [57, 58] .
Presently, entertainment, which is social sustainability, is an increasingly integral part that attracts more of the public. In the contemporary world, entertainment has appeared as a distinguishing image for shopping malls. This image has appeared as a dominant factor for selecting and visiting shopping malls. This creates social interaction among visitors [59, 60] .
The movie theater was the first entertainment item introduced in the shopping mall [61] . After theaters and cinemas, special events or exhibitions were introduced as a second entertainment item. By the 1970s, the management of shopping malls realized the demands of the people. They started to generate an environment of bustle and excitement to entertain shoppers with a proper mix of merchandising [62] . The food courts, sitting areas, play areas, children games, and cinemas provide an opportunity to spend more time in the shopping mall. This will generate social interaction and will also have a positive influence on the retailing market [63, 64] .
Entertainment is the second of the six important shopping mall attractiveness factors [65] . The entertainment facilities should be designed to give a positive image, attract more of the public, and create social sustainability [66] . However, few researchers have recognized entertainment as a distinctive characteristic of a shopping mall.
Consumption can be described as "Consumption consists of human and human-induced transformations of materials and energy" [67] . Herein we have defined sustainable consumption as "The use of services and related products which respond to basic needs and bring a better quality of life while minimizing the use of natural resources and toxic materials as well as the emissions of waste and pollutants over the life-cycle of the service or product, so as not to jeopardize the needs of future generations." (OCPD 2009).
Consumption is an important factor of the shopping mall. A mall that provides store balance and shop diversity is assumed to incline more people [68] . Retail crowdedness has a significant positive effect on shoppers [69] . This will generate excitement, and the one-stop shopping allows shoppers to compare products that offer shoppers an assessment of goods, varieties, brands, and store atmospheres, which are not only determined by functional standards, such as quality, but also by symbolic or value expressive criteria [39, [70] [71] [72] .
Various researchers have typically measured overall consumer attitudes toward brands and consumption behaviors. However, the literature shows that consumption has a positive effect on shopping malls [46, [73] [74] [75] . With various brands and mixed tenants, density, and diversity, shopping malls will attract more of the public to one place and will save our environment [76, 77] . The evidence regarding the shopping mall environment shows that its effect psychologically and socially on shoppers and creates a positive impact [37, 66] .
The diversity of shops is the most influential feature among all other features in the general attractiveness of the retail environment [71] . After the ambiance, consumption is third to create a general shopping experience [78] . Shoppers show a better evaluation of retail stores. The higher the level of satisfaction among shoppers, the greater the intension of revisiting. Therefore, consumption always has a positive sign for shopping malls [79] .
Hypothesis 3 (H3).
Shopping mall entertainment is positively related to shopping mall consumption.
Built Environment
The built environment is "everything humanly made, arranged and maintained to fulfill the human purpose to mediate the overall environment with results that affect environmental context" [80] . The built environment is an important feature of the urban form [12, 52] . It is a universal truth that excellent service quality will have a positive impact on the environment. In previous studies, it was proved with theoretical and empirical facts that a better built environment will create sustainable urban form, satisfaction, a safe environment, and attract more of the public [81] [82] [83] .
Modern shopping malls are transforming themselves with comfortable architecture, and with sumptuously rich materials, tenant mix, and sophisticated design features. Design elements include high ceilings, interior architecture, landscaping, shop plans, sun light, floors, carpets, restrooms and elevators. All these features have positive impacts on the environment and influence consumers [84, 85] . For experiential products, well-designed services establish the context in which the services are performed. However, all these features are environmentally friendly, and they are essential features of urban form [34, 73, 86] .
Besides an enjoyable and pleasant ambiance, accessible parking and a safe shopping environment also play key roles to save the ecology and attract more shoppers. They reduce the burden on transportation and create sustainable development [12, 87] . The convenience and accessibility can decide the success or the failure of any shopping mall [88, 89] . The shopping malls near the bus stops, metro stations and easily walkable are more attracted by public. Moreover, the accessibility will help to achieve sustainable goals. Therefore, the shopping malls should be located near to the bus station and metro [90] .
Safety and security are important due to the high rate of crime in most urban centers. In a state of insecurity, the shopper will feel uncomfortable while visiting a shopping mall. Shoppers always prefer shopping malls that provide good security systems via the use of closed circuit television (CCTV) and security guards [28, 59] . Well-maintained car parking lots and safely parked vehicles are also an essential element in any shopping mall [78, 91] .
Hypothesis 4 (H4). The shopping mall built environment is positively related to shopping mall consumption.
The Mediating Effect of Entertainment and Built Environment
The entertainment (social sustainability) factor as an essential competitive tool that provides choices for the public to choose any shopping mall [33] . Usually, people visit and go shopping when they have ample free time [92] . In the past, the prime purpose of visiting shopping mall was shopping, but in the contemporary world, this has changed. People are also visiting shopping malls for leisure and entertainment purposes. Metaphorically, the malls are areas that are more like theme parks [39, [92] [93] [94] [95] [96] . Movie theaters, games, children play areas, cafes and restaurants, events and exhibitions, fashion shows, catwalks, and other entertainment facilities influence people to go to shopping malls [65, 97] . These will create social interaction among people and may help to eliminate the concept of strange in these cities.
The built environment is a famous concept. The built environment gives proper shapes to the cities. Certainly, it has encouraged and developed interest among scholars and practitioners in various fields to pursue forms for human settlements that will meet the growing needs of sustainability [12] . The built environment in terms of shopping malls provides accessibility, sustainable transportation, and walkable paths. In shopping malls, common facilities such as ambulances, sign boards, escalators, lifts, natural light, and easy access to any part of mall promote sustainable forms [59, 61] . The built environment helps to meet the goals of urban form and obviously promotes sustainable development [12, 52] . It's also the desire of people that modern shopping malls should be well designed and decorated. Malls should have an ease of convenience, have adequate parking facilities and close to public transportation [33, 37] .
This research sought to determine whether the entertainment and built environment act as mediators between ambiance and consumption. However, various studies have given the theoretical background of the relationship of entertainment and built environment on ambiance and consumption but none has used them as a mediator [60, [98] [99] [100] [101] . Based on the literature review, we proposed that entertainment and built environment play as mediators between ambiance and consumption.
Hypothesis 5 (H5). The relationship between ambiance and consumption is completely mediated by entertainment.
Hypothesis 6 (H6). The relationship between ambiance and consumption is completely mediated by the built environment.
Materials and Methods

The Study Area
In Hangzhou, three shopping malls were selected to conduct the survey, which included Intime City, Wanda Plaza, and Western city square. These are the most prominent shopping malls in Hangzhou city. Hangzhou is the fast-growing capital city of Zhejiang province. Hangzhou is situated on the famous Qiantang River and the southern wing of the Yangtze River Delta. Hangzhou is known as the foundation city of the Grand Canal, which is the world's longest man-made canal [102] .
In 2013, Hangzhou was the number one happiest commercial city in mainland China according to the Xinhua News Agency for ten consecutive years [102, 103] . In 2012, the GDP (gross domestic product) was approximately $15,826 US dollars [104, 105] .
Data Collection
The data was collected in three large prominent shopping malls of Hangzhou City, Zhejiang province. The self-administrative questionnaire survey was conducted in March 2018. The questionnaire was designed according to the aim of this research and referred to the literature, which attributes provoked shoppers towards shopping malls and features of the urban form [32, 95] . In the questionnaires, all the attributes were valued on a five-point Likert's scale where five indicated strongly agree and one indicates strongly disagree.
The sampling size was 450. We distributed the questionnaires to people from different sexes, ages, at different hours of the day, and inside shopping malls. The questionnaire was first written in English and then was translated into the Chinese language to obtain accurate answers. However, the final questionnaire was printed in both languages [106] . We selected 150 interviewees from each shopping mall. The overall true response from three shopping malls was 400. After that, 400 filled questionnaires were used for the data analysis in SPSS (Statistical Package for Social Science). To test the proposed model, structural equation modeling (SEM) was used [107] . However, females showed more interest while collecting data.
Common Method Bias
A common method bias can appear due to common techniques used for the data collection. Harman's one-factor test was applied to analyze for a common method bias. The outcome of the test showed that there is the highest variance for the four constructs was 24.84% (approx. 25%). This proved that there is no bias in our analysis study [108, 109] . Moreover, the common latent factor (CLF) method was applied to examine the common variance among all hypothesized constructs [110] .
Measures
The four-construct ambiance, consumption, entertainment, and built environment used in this research article with multiple items were adopted from the literature review. The four variables for ambiance, which include light, color, aesthetics, and temperature, were adopted from [54] . The four variables for consumption, which include brand, trained staff, new fashion style, and price, were borrowed from [40, 95] . Six variables for entertainment, which include food courts, activities for youth, games, cinemas, children's' play areas, and crowds, were taken from [32, 51, 60] . The seven variables, which include sitting areas, signage, lifts and elevators, layouts, architecture, accessibility, and parking spaces, for the built environment were taken from [12, 40, 51] .
The data collection took three weeks, which was from Monday to Sunday, and was conducted in the mornings and evenings. More responses were received on weekends and in the evenings. Table 1 shows gender, household size, and the age, education and average monthly income of the shoppers. The time spent and the timing of the shopping malls is also given in Table 1 . Mostly (64%) shoppers visited on the weekends and (68%) in the evening. As the results show, more than (30.2%) of visitors spent more than three hours in the shopping malls. 
Data Analysis
Analysis of moment structure (AMOS) and SPSS were used as a statistical tool to analysis the collected data [111] . The large value of Kaiser-Meyer-Olkin (KMO) for all items was measured as 0.919, which is greater than the recommended standards value of 0.5 [112] , and Bartlett's test of sphericity values was also noted, which included an approximate chi-square of 4955.635, a df = 276, and a p = 0.000, for the different factors. The goodness of fit indices is shown in Table 2 . However, the results of the goodness of fit index (GFI) = 0.932, adjusted goodness of fit index (AGFI) = 0.911, the standardized root mean square residual (SRMR) = 0.020, root mean square error of approximation (RMSEA) = 0.033, close = 0.995, the Normed Fit Index (NFI) = 0.949, the Comparative Fit Index (CFI) = 0.987, the Relative Fit Index (RFI) = 0.940, Tucker-Lewis Index (TLI) = 0.985, and the incremental fit measure (IFI) = 0.987. The results of this analysis is above the thumb rule [113] [114] [115] . These values exceeded the good fit criteria in that Bentler [116] recommended χ 2 /d.f. shouldn't be greater than three, and results of NFI and CFI should above 0.9 for a good ft. The estimates for GFI and AGFI, Seyal [117] , has suggested that estimates should above the recommended value of 0.8 as a good ft. Table 3 illustrates the measurement model of all of the factors loaded on various variables with a satisfactory level of statistical significance. The beta, the t-test value, and the α values are given in Table 3 , which proves convergent validity of all constructs with a significant level of satisfaction [118] . The Cronbach's α value of all factors is above 0.70 as recommended by [108, 119] . Moreover, internal consistency was also examined by measuring CR, discriminant validity, and convergent validity for all items to check the validity of the data and model as shown in Table 4 . The (CR) of each item (0.939-0.833), which exceeds the standardized (CR ≥ 0.7) [107, 120] . The results of the average variance extracted (AVE) of each items is 0.715 to 0.555, and the convergent validity should be greater than 0.50, which is often used as a threshold [121, 122] . Table 4 shows the AVE values greater than the squared correlations, thus model fits the criteria for discriminant validity [123] . 
Testing Hypothesis
The full structural equation model using the maximum likelihood method was used measure the hypothesis. We have designed six hypotheses. All six hypotheses are confirmed from the correlation (see Table 4 ) and can also be confirmed from regression coefficients illustrated in Figure 2 . In line with the above evidence, we also evaluated indirect effects for full or partial mediation confirmation [109, 125] . As seen in Table 6 , we found that the indirect effects of entertainment (β = 0.18, p < 0.01, t = 4.39) and built environment (β = 0.09, p < 0.05, t = 2.25) are significant. The direct relationship between ambiance and consumption (β = 0.09, p = 016, t = 1.86) is not significant and supported Hypothesis 5 and 6 with full mediation. Significance: *** p < 0.001; * p < 0.05.
Conclusions
This study has examined various features of urban form and factors of shopping malls, which promote sustainable development and provoke shoppers toward shopping malls. The study results showed that the built environment, entertainment (social sustainability), ambiance, and consumption can help to achieve sustainable development and incline shoppers towards shopping malls. These factors have positive impact on sustainable development (urban form) and on consumption. The mediation for the present study is proved with the help of Baron and Kenny's recommendations [124] . According to Baron and Kenny, there is support for mediation if the following criteria is obtained: (a) The independent variables relate to the dependent variable, (b) the independent variables relate to the mediating variable, and (c) the mediating variable relates to the dependent variable and the relationship of the independent variables with the dependent variable is significantly lower (for partial mediation) or insignificant (for full mediation) in the magnitude.
Moreover, with the suggestions of Qing et al., [107] , we create five nested models and compare them (as shown in Table 6 ). Model 1 is a hypothesized one having direct path from ambiance to consumption. The model was also compared with three other models. Model 2 integrated no direct path from ambience to outcome variables, model 3 integrated a direct path from ambience to consumption, Model 4 integrated paths from ambience to entertainment, entertainment to built environment, built environment to consumption, and a direct path from ambience to consumption, and Model 5 integrated paths from ambience to built environment to consumption and a direct path from ambience to consumption. It is revealed in Table 5 that the Chi-square difference is not significant while comparing the hypothesized model 1 to all other models. These results prove that model 1 is the best-fitted model and evidence of mediation. Model 1 and model 2 represent the full mediated model where the direct path from ambiance to consumption (β = 0.09; p = 0.161) is disappeared and insignificant in the presence of mediators (environment and build environment) and provide full mediation (see Figure 2 ). In line with the above evidence, we also evaluated indirect effects for full or partial mediation confirmation [109, 125] . As seen in Table 6 , we found that the indirect effects of entertainment (β = 0.18, p < 0.01, t = 4.39) and built environment (β = 0.09, p < 0.05, t = 2.25) are significant. The direct relationship between ambiance and consumption (β = 0.09, p = 016, t = 1.86) is not significant and supported Hypothesis 5 and 6 with full mediation. Significance: *** p < 0.001; * p < 0.05.
This study has examined various features of urban form and factors of shopping malls, which promote sustainable development and provoke shoppers toward shopping malls. The study results showed that the built environment, entertainment (social sustainability), ambiance, and consumption can help to achieve sustainable development and incline shoppers towards shopping malls. These factors have positive impact on sustainable development (urban form) and on consumption. Moreover, from the literature, we found that very few studies have discussed the relationship among the above factors and their impact on urban form features and on shopping malls.
The empirical results of this study showed that entertainment (social sustainability) and built environment completely mediate between ambiance and consumption, which supported hypotheses five and six [39, 65, 101, 126, 127] . This is an important contribution of this study. This study has also supported sustainable urban form with more density, compact development, interior design, accessibility, and the reduced use of energy and sustainable transportation will minimize the impact on the environment and will promote sustainable development. The shopping mall near to bus stations and metro stations will attract more public and will save the environment [12] . In the present scenario, it was confirmed that entertainment and built environment are important factors of urban forms, which save the environment and incline shoppers towards shopping malls [33, 60, 128, 129] . Furthermore, hypothesis one and two also supported our study, because ambiance had a positive relation with entertainment and consumption provided a pleasant atmosphere for the people [47, 76] . Whereas, this study also proved that entertainment and the built environment have a positive relation with consumption [51, 59] . Therefore, hypothesis three and four were also supported.
The general perception of most shoppers is that besides shopping, entertainment, leisure, and time spent with friends and family are also purposes of visiting shopping malls. This promotes social sustainability, or this will promote social sustainability. It has been confirmed from theoretical and empirical results that these factors have a positive relationship. The shopping mall, which provides most of these facilities, will attract more shopper.
In the contemporary world, most of the shoppers visit brick and mortar retailers not only for shopping but also for leisure, an enjoyable environment, and to spend some time with family and friends. The developers and managers should offer entertainment, a built environment, climate saving measures, promote sustainable development goals, and an attractive motivational and pleasant shopping environment.
Limitation, Implication and Future Research
However, this research has some limitations. This study is based on one city in China, which is Hangzhou. No specific age group and gender were selected while conducting the data. We designed a few factors and items, and more should be designed and included to get better results. Almost all factors and items used in this study can be defined differently for the researcher's purpose.
The brick and mortar retailers are transforming into the interactive theater. These shopping malls are becoming more entertaining. Our proposed study has the potential to guide managers, developers, urban planners, landscape architects, and governments how to better understand the needs of the people in shopping malls and give more focus on urban form to promote sustainable urban form. In the future, shopping malls should be located close to bus stations and metro stations to promote sustainable development. Furthermore, managers and developers should be well aware of the wishes, likes, and dislikes of shoppers.
For further academic and practical contributions, interesting research can work on the core concept of the holistic entertainment paradigm. What will be the impact of the shopping mall on social interaction, and would it be for quasi-public spaces in the future?
